Re-inventing success at Saleha Health Food Group by Othman, Siti Zubaidah et al.
This case was prepared by case authors as a basis for 
class discussion. It is not intended to illustrate either 




RE-INVENTING SUCCESS AT SALEHA HEALTH  








SITI ZUBAIDAH OTHMAN 
KU NOR IZAH KU ISMAIL 
AZRUL ABDULLAH 

















We are responsible for the accuracy of all opinions, technical comments, factual 
reports, data, figures, illustrations and photographs in the article. We bear full 
responsibility for the checking of whether materials submitted are subjected to 
copyright or ownership rights. UUM does not accept any liability for the accuracy of 
such comments, reports and other technical and factual information and the copyright 
or ownership rights claims. 
 


























Without the dedication and support from these people, the completion of this case 
study would not have been possible. We would like to thank IMBRe, UUM for 
awarding the research grant. Our utmost gratitude goes to Dr Saleha, Director of 
SHFG for her willingness to participate in this study and share her business 
experience. We also would like to thank all the staff at SHFG. Without their sincere 








Dr Saleha, a skin specialist and an entrepreneur, popularly known for her 
beauty formula, DeJambu, went through various challenges throughout her business 
life. Taking her great grandmother's jamu recipe, she had brought it into a modern 
concept and started her business in the year 2003 name “Sal-Beauty Clinic”. A few 
years later, she had managed to open four more branches. However, in 2005, the 
business suffered high operational costs and intense competition. Dr Saleha had 
decided to close down three branches and diversified into several business segments 
and established Saleha Health Food Group (SHFG). As a determined entrepreneur, 
this decision was fruitful and prosper until year 2012 when she had to face another 
business tsunami. Dr Saleha faced a lawsuit regarding one of her products that was 
claimed to contain Fenfluramine and caused damage to one of her customers. Major 
local newspapers and other media carried the damaging news and gave a negative 
impact to the public to buy her products. Dr Saleha believed that she did not commit 
any wrong-doing as all the products manufactured by her own company are safe and 
tested as well as contained only natural extracts which adhere to regulations set by the 
health ministry. 
 
Dr Saleha felt that she must do something to overcome this situation and re-
gain consumers’ confidence in her products. Dr Saleha also thought about her long-
term business goal to emerge as a dominant health and beauty products player and to 
achieve this, she needed to begin with a sound and sustainable business strategy.   
   
 
COMPANY HISTORY AND BACKGROUND 
 
Soon after graduation, Dr Saleha started her carrier as a medical aesthetician. 
Due to her entrepreneur spirit and desire to gain success in the business world, she 
ventured into her own business by setting up a RM500,000  Sal-Beauty Clinic in the 
year 2003. Due to intense competition and high overhead cost, Dr Saleha felt that she 
needed to diversify her business into other different business segments.  However, 
running a new different business was not an easy task. For Dr Saleha, a brilliant 
strategy in handling crisis and creativity play an important role to survive. As an 
entrepreneur who always look for business growth and better future, she applied for a 
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business loan for her business expansion. She was successful in securing the loan and 
opened up four more branches. However, due to unnecessary high overhead cost, she 
decided to shut down three of her clinics and made a drastic change to her business by 
expanding into Sal Health Food Marketing (SHFM) that focused on producing and 
selling health food products. Besides providing aesthetic services, Dr Saleha then 
started by introducing three supplementary products known as DeJambu, DeCooleet 
and DeKopee under SHFM. According to Dr Saleha, the products were originally 
formulated by her great grandmother and has been reformulated and tested in the year 
2006. Over a period of six years, five more health food products were formulated and 
introduced. Table 1 shows the range of products sold. 
 
Table 1 




DeJambu Helps reduce weight 
DeCooleet Helps rejuvenate skin 
DeSendee A cure for muscle and joint pain 
DeKopee Solutions for low libido in men 
DeGoola Helps stabilize sugar level   
DeBentox Inner beauty 
DeAinoon Remedies for eye problem 
DeBrain Helps improve memory and boost mental performance 
 
 
As years went by, Dr Saleha saw an explosion in demand for her products, 
DeJambu in particular. Customers were really crazy about DeJambu and other 
products as the products were very effective. Moreover, the trust and confidence has 
helped drive sales ahead. With regard to this, Dr Saleha had decided to focus on this 
new business due to an outstanding performance. In 2009, Dr Saleha made her brave 
decision to close her Sal-Beauty Clinic in order to give a full commitment to her new 
big business. Her brave decision was fruitful and compensated her action in year 
2010. As the business grew, Dr Saleha decided to rebrand her Saleha Health Food 
Marketing, changing the nomenclature to Saleha Health Food Group (SHFG) in 2011. 
The decision was made in order to facilitate the management as it decided to expand 
3 
 
the business into overseas market. Besides, the new nomenclature also has created a 
new theme to the business by sharing one of her great inner resources that is honesty.  
“As honesty is the connerstone of all success, we are delivering quality products and 
services”, said Dr Saleha. 
 
The current structure is shown in Figure 1. In this structure, the business 
activities of Dr Saleha comprised of four segments of businesses, which are trading, 
entertainment and travel, chalet and resort, and international businesses. Out of all the 
business activities, only two were active. They were Saleha Health Food Marketing 
and Saleha Health Food Manufacturing, which operated in Raub and Bentung, 
Pahang, respectively. The management structure of Saleha Health Food Group is 
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Figure 2: Management Structure of Saleha Health Food Group 
 
BUSINESS GOALS AND OBJECTIVES 
 
As the president of the Saleha Health Food Group, Dr Saleha was single-
minded about her goal that is to be a foremost producer and marketer of health 
products, which serve as curative, preventive, and well-being maintenance. It has 
been her intention that the Group’s range of products to be known and marketed 
internationally at affordable prices. Dr Saleha believed that by having a good and 
simple marketing plan through network sales entrepreneurs, the company would be 
able to emerge as a dominant company in selling health food products. When asked 
about business competition, she said, “I believe that we need to change as to survive 
in business competitions since customer taste and preferences always change”. She 
continued, “Do not risk everything on the success of one venture; hence, we need to 
be more tactical and not put all our eggs in one small basket, besides improving the 
internal matters of the company was utmost importance. As such, the management of 
the company should focus more on the issues of advertising, operational, production 
efficiency and teamwork”. In order to ensure that the business worked according to 
what she planned, Dr Saleha had prepared her vision and mission statements to guide 
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Figure 3: Vision and Mission Statements of  Dr SalehaGroup 
 
 
THE PERSONAL SIDE OF DR SALEHA 
 
As one entered the Group’s meeting room, one will not miss seeing an 
inspirational quote posted on the wall. 
“Failure is not fatal; Success is not final; Don’t be afraid to give up the good to go 
for the great; Love and passion is the key to success” 
 
This inspirational quote was actually Dr Saleha’s business philosophy. She 
believed that to succeed in a business, one must dare to fail and not afraid to stand up, 
never give up, never cheat on the customers, and love what one is doing. Through this 
philosophy, she inspired her team towards creativity, high productivity and profit-
driven mentality.  
 
Dr Saleha was very passionate about the products that she formulated and 
excited about the business opportunity. As a person who had worked her way up in 
the business, she is very persistent and independent. “To run a business, you must 
have an extraordinary strength,” Dr Saleha said. “You must be willing to stand apart, 
to have opinions, to say what you think, and to determine a course of action based on 




 To speedily and easily achieve extraordinary success, to be shared 
with employees and society. 
 Bringing Dr Saleha brand name as a prestigious, impactful, and 
capable of generating income. 
Mission 
 To share health rewards, happiness, prosperity, and success with the 
society who desires a change in life.  




Dr Saleha was known as a risk taker, a person full of curiosity, and enjoyed 
change and experimentation. To her, if a person failed in one type of business, it is 
better to leave the business and embark on a new one.  “Why would you want to 
continue the same business if you know that the future of the business is uncertain,” 
she said. “You must be courageous to take risks and proactively pursue new 
opportunities,” she further commented. 
Despite her ambition to position herself as a well known brand, Dr Saleha 
upheld strong ethical values in leading her business. She was particular about good 
business conduct, inner values, honesty, and good behaviours that intrinsically 
motivate one’s self and others towards a sense of spiritual expression. This can be 
seen through the work culture that she had created in her business. For instance, the 




Mr Wan Akil Wan Ali, who had been with the company since 2009, headed 
the ICT, Media and Marketing Department of SHFG. He was responsible for 
overseeing the operations of the three units of the department (ICT, media and 
marketing units) and was assisted by 19 personnel. One of the responsibilities of the 
department was to publish news, activities and information about the business as well 
as placing advertisements in the group’s websites, social media, newspapers and other 
traditional media. A journalist, a web-programmer, a multimedia executive, a web-
designer and social media personnel are among the key employees that played 
important roles in disseminating the right messages to the customers and potential 
customers.  
 
Products and Price 
Dr Saleha’s products first entered the market in 2006, starting with three 
products – DeJambu, DeCooleet and DeKopee. By the end of 2012, the company 
marketed eleven products, all of which were approved by the Ministry of Health. The 
products were sold at a competitive price, uniformly set at RM220 a box. 







Dr Saleha extensively and simultaneously utilised various media technologies 
to reach its current and potential customers. The company advertised its products in a 
popular tabloid local newspaper. However, with the decline in sales starting from 
December 2012, the subscription to the newspaper columns has been stopped. 
Leaflets and pamphlets are other printed items employed by the company in their 
promotional activities.   
 
Television is another medium used by Dr Saleha in her promotional activities. 
She often appeared in different television programmes such as the talk shows, 
morning shows and news bulletins in promoting her company and products as well as 
to clarify controversial issues surrounding her and her business.  
 
In tandem with the global ICT development, the company heavily relied on the 
internet such as company websites, video-sharing websites (YouTube), social media 
websites such as Facebook, Instagram, and Watsapp in reaching the people, especially 
those of the younger generation. The company’s websites were constantly updated 
and one could find almost everything about the company’s published and televised 
information on the websites and YouTube. 
 
Dr Saleha also plan to use of billboards at various places along the highways 
as a marketing medium. Another type of billboards known as mobile billboards or 
vehicle wraps were also used by the company in promoting its products.  
  
Product Channel of Distribution 
 
In 2007, Dr Saleha adopted two approaches in marketing her product. One is to sell 
directly to customers, and the other is through agents who sold the products at various 
outlets, namely traditional, and modern medicine shops, pharmacies, kiosks and 
beauty salons run by different individual entrepreneurs. However, in the years 2009 
and 2010, the business faced a major challenge in which their products were 
counterfeited and sold through some of the external outlets. Subsequently, Dr Saleha 
discontinued using agents; instead, she concentrated solely on centralizing her 
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distribution. The products were no longer shelved and sold at the external outlets. Her 
prompt action succeeded in avoiding a decline in sales.  
 
Under the centralized distribution system, customers or members would have 
to buy directly from the company either through the company’s counter, by 
telephones, e-mails or online ordering. Starting from 2013 the business implemented 
an online payment system through “Dr Saleha E-Shoppe”. Other than paying cash or 
banking in into the company’s account, customers could buy and pay online. Within 
two or three days after payments were received, the products will be mailed to the 
customers, via NanoNet, an appointed official courier for SHFG.  
One important marketing strategy employed by the company was a system 
termed by Dr Saleha as Saleha Rewards System. The scheme was formulated by Dr 
Saleha herself. The scheme, which was aimed at producing more business people was 
believed to be simple, offer good rewards, and is risk-free. By being a lifetime 
member, one would have to buy directly from the company. To become a member 
and obtain the benefit of a business, customers had to purchase at least a set of three 
boxes of any of the products during the first purchase, at a price of RM500. Dr Saleha 
believed that members could obtain various benefits under the system. One of the 
benefits is that members could practise the concept of “use, then only sell” soon after 
they start the business. Members are advised to use Dr Saleha products before 
introducing them to their network of members. Members themselves become the 
testimonial of the products, where they could share their experiences of using the 
products. Dr Saleha believed that the approach would easily attract new buyers. 
 
One other benefit was that the system would educate members on how to order 
Dr Saleha products on-line. In addition, they can create their own social homepages 
such as Facebook, Twitter and Blog to promote and share business information. 
Under this marketing scheme, Dr Saleha had subsequently generated many successful 
entrepreneurs in Malaysia in which members could enjoy bonuses from the sales of 
their down-lines. Figure 4 shows how the trading system operated. It consisted of 
three tiers in which a distributor at the topmost tier (A) would benefit from the sales 
of members in Generations 1 (B) and 2 (C). Under the system, A would receive a 
bonus of RM30 for each box sold by members in Generation 1 (Bs), and a bonus of 
RM10 for each box sold by members in Generation 2 (Cs). There would be more 
generations under C upon sponsoring more dealers and the pyramid continues. 
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However, a  member  can only earn bonuses from two generations under him/her, and 





















Owner as Brand Ambassador 
Dr Saleha believed that direct promotional activities of products are not the 
only way to attract customers. She believed that by promoting herself as a celebrity or 
an entrepreneur icon would help in promoting her products. Rather than using other 
famous celebrities to promote her products, she herself was the brand or goodwill 
ambassador of her products. By doing so, she expected that people of all ages would 
associate her with her products whenever they saw her face in the advertisements.  
 
Product testimonials 
Product testimonials by consumers was another marketing strategy to lure 
customers. The testimonials of the different products would appear in the newspaper 
columns and websites.  Here, selected customers who have consumed a particular 
product would present a written formal testimonial, sharing their experiences of using 
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the product with future consumers. “It is about building trust with future customers,” 






Another strategy that had been used to establish herself and her company is by 
venturing into other activities. Dr Saleha also entered into a chalet and resort business. 
The chalet, Leha Chalet and Leha Resort were located in Kuantan and Raub, 
respectively. Dr Saleha also planned to venture into the international market such in 
Indonesia, Middle East, Thailand, Vietnam, and Brunei. By expanding her business, 
Dr Saleha hoped that her dream to become a world brand would be achieved. As for 
the Indonesian market, the same distribution strategy will be implemented. The 
distribution of products to customers will be undertaken by its subsidiary in Brunei, 




Dr Saleha believed that her business success depends on the satisfaction of her 
customers, and the quality of customer service would depend on the effort of her 
employees. Therefore, Dr Saleha tried to hire people with the right attitude and 
abilities to provide a good customer service, and who are adaptable, self-motivated 
and passionate. The task of finding the right people and retaining them fell under the 
responsibility of Mr. Tukiman Jukiran, who was the head of Human Resource (HR) 
department. Mr Tukiman had been with SHFG since the inception of RSC in 2003. 
Apart from being the head of HR department, he also acted as an assistant to the 
general manager, Puan Faizah, in overseeing the whole operations of SHFG. As at 
early 2013, SHFG  had a total of 110 employees, with 98 employees at Saleha Health 
Food Marketing in Raub, and 12 employees at Saleha Health Food Manufacturing 
Sdn Bhd in Bentung. Out of the 110 employees, only 4 were at the executive level. 
Eighty percent of the workforces at SHFG were female. The company did not utilize 
temporary or contingent employees of any kind. The job vacancies would be 






























HR Department Structure 
Under the HR department, Mr. Tukiman was supported by seven staff.  Out of seven, 
two were supervisors who reported directly to him. These two supervisors oversaw 
five other employees who were in-charge of recruitment, attendance, disciplinary, 
CCTV and expenses. Figure 5 illustrates the structure of the HR department.  
 





Since SHFG operated 24 hours 7 days a week, the IT and customer support 
staff were divided into two shifts (i.e. day and night shifts). The day shift was from 9 
am to 5 pm, and the night shift was from 5 pm to 9 am. Those who work on the night 
shift were given 3 hours of sleep between 12 midnight to 6 am in the morning on a 
rotational basis. At SHFG, employees were free to choose and plan for their own rest 
day, where each employee enjoyed one-daybreak for each week. In terms of annual 
leave, all staff would receive 8 days in the beginning of their service and this number 
would increase through time. 
 
Compensation and benefits 
Apart from the basic salary, employees at SHFG enjoyed comprehensive 
health benefits, free breakfast and lunches, fuel allowances, leader allowances, and 
EID Mubarak gifts. In early 2013, SHFG started practicing the minimum wage policy 
as required by the Malaysian government.  
 
Training and development 
The company provided training and development activities to its new and 
existing employees in order to maintain a high level of customer service. For the past 
years, all trainings were conducted internally. However, starting from 2013, the 
management planned to hire outside speakers and facilitators to conduct motivational 
workshops and related trainings. For new employees, they would normally undergo a 
two-week orientation where they received on-the-job training from her or her peers, 
who acted as mentors. During their first two weeks of the orientation, the new 
employees would be placed as a front line staff, in-charge of customer service. This 
was to enable the new staff to have a complete view about the business and its 
products. At the end of the orientation, mentors would evaluate the new staff 
performance, particularly on their product knowledge and ability to deal with 
customers. The department continuously trained and improved its staffs to work 









The main source of income for the SHFG was from Saleha Health Food 
Marketing (SHFM). Exhibit 1 shows the Income Statement of SHFM. Exhibit 2 
shows the financial position of SHFM  from 2008 to 2010.  
 
CORPORATE SOCIAL RESPONSIBILITY 
 
Dr Saleha believed that in helping people and improving customers’ health 
would give her more self-satisfaction. Thus, Dr Saleha developed several social 
responsibility programmes that translated her sincere intentions of helping people and 
improving health. Among others, she  contributed to several charitable organizations, 
orphanage homes, local mosques, and religous schools, as well as donated her 
products to needy people. Dr Saleha also set up her own foundation named Dr Saleha 
Foundation to help the poor. From time to time, she would also help those who were 




The health food industry in Malaysia has become a lucrative industry, because 
for one, more Malaysians were becoming more health-conscious and leading a change 
in their lifestyles. The fact that Malaysia had a high number of overweight persons, 
and ranked number six in the whole of Asia, only behind some Middle Eastern 
countries in 2013, also contributed to the growth of the industry. The National Health 
and Morbidity Surveys (Borneo Post Online, 3 Feb. 2013) revealed  that 15.1 per cent 
of Malaysians, aged 18 and above, suffered from obesity in 2011, an increase from 14 
per cent in 2006. More than 2.6 million adults were also obese while over 477,000 
children below 18 were overweight. According to the survey, the number of 
overweight people in the country had gone up more than twofold over a ten year 
period, since the beginning of the millenium, leading to more Malaysians suffering 
from health problems such as hypertension, diabetes and heart problems. 
Demographically, the survey statistics showed that  48 percent of Malaysian men and 
62 per cent of Malaysian women were fat. Malaysian Indians made up the highest 
proportion of overweight persons at 63.4 percent, followed by Malays (53.5 percent), 
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Chinese (50.8 percent) and others (45.2 percent). In her speech at the launch of 
“Healthy Lifestyle With Skipping” programme in 2013, the Malaysian Health 
Minister Datuk Seri Liow Tiong Lai remarked: “We are increasingly becoming couch 
potatoes; we are not leading an active enough lifestyle to prevent obesity which is a 
precursor of health problems” (The Star, 18 January 2013). 
Despite the above alarming statistics, there had been an increasing awareness 
and greater understanding of the importance of wellness and how it relates to diseases 
such as diabetes, hypertension, heart diseases and obesity. This contributed greatly to 
the growth of health food industry among Malaysians, in line with the aspiration of 
the government to promote the participation of small and medium enterprises in the 
industry. In early 2012, it was reported that the market value of food and beverages 
stood at RM30 billion, with health food comprising 30 to 40 percent of the amount 
(Bernama, 2012). It was also reported that the meal replacement category of the 
packaged food industry grew 8.49 percent from a sales volume of RM131 million in 
2009 to RM142 million in 2010 (AHK, 2012). 
Industry Players 
The health food industry was a very competitive business. Some of the major 
players in the industry were Herbalife, Sendayu Tinggi, and Total Image.  
 
Herbalife 
In 1980, Mark Hughes launched Herbalife, a premier nutrition and weight-
management company, by working as the first distributor selling the nutritional 
products. His extraordinary vision and commitment was to change people’s lives by 
helping them to manage their weight, regain their health and find financial prosperity. 
Focusing on customers’ unique needs and providing the personal attention to help 
achieve their goals, Herbalife offers weight management, energy and fitness, targeted 
nutrition (to support heart health, digestion, immunity, vitality or the specific 
challenges that men and women faced) and personal care (Herbalife Product 
Catalogue 2012). In 2012, there were approximately 2.5 million Herbalife 









Sendayu Tinggi Holdings Sdn Bhd was established in 2003 by Rozita Ibrahim. 
Sendayu Tinggi was popular with  its beauty and health products like skin care, 
slimming products, feminine care products, health drinks, cosmetics and many more 
whose ingredients are largely herbal-based. Sendayu Tinggi Holdings Sdn Bhd had 10 
subsidiaries, comprising  body and skincare, properties and management, advertising, 
logistics, ethnic food, cosmetics and fragrances, and  manufacturing businesses. 
Sendayu Tinggi had more than 2000 distributors throughout Malaysia, Brunei and 
Singapore. Their annual turnover was in excess of RM1,000,000. 
 
Total Image 
Total Image was found in 1984, and originated from the USA. The business 
emerged in the South East Asia market as one of the first few slimming beauty 
company. It started with one product, contributing over 80 percent of investment 
turnover in 1985. Its products can be found in all leading pharmacies throughout 
Malaysia, both in chain and independent pharmacies. Total Image product includes 




Domestically, Dr Saleha had somewhat established herself as a foremost 
producer and marketer of health products by using the network marketing system.  
For as long as she can continue to expand the network of distributors, she will be 
guaranteed an ever-increasing income stream. Such is the nature of network 
marketing systems.  
How can Dr Saleha replicate this business success beyond our shores?  What 
steps must she take to expand her business in other countries? Imagine you are Dr 
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Exhibit 1 : Income Statement 
 
Saleha Health Food Marketing 
Income Statement 
 
 FOR THE YEAR ENDED MARCH, 31 
 2010 (RM) 2009 (RM) 2008 (RM) 
Revenues 64,716,695.00 13,030,754.00 7,467,128.00 
Less: Cost of Goods Sold 41,112,829.67 8,749,306.40 4,060,638.00 
Gross Profit 23,603,865.33 4,281,447.60 3,406,490.00 
Operating Expenses:    
General and 
Administrative Expenses: 
   
Salaries and wages 2,100,000.00 113,716.00 113,716.00 
Staff uniform 120,000.00 1,022.00 1,022.00 
Telephone bills 122,496.00 18,694.00 16,824.00 
Water and electricity 547,596.00 145,004.00 130,503.00 
Rent 96,000.00 24,000.00 24,000.00 
Postage 120,000.00 68,961.00 68,961.00 
Depreciation 169,409.30 35,005.40 11,623.90 
Travelling and 
accommodation 
180,000.00 328,761.00 14,501.00 
Building maintenance - 4,131.00 22,826.00 
Office maintenance 19,200.00 - - 
Computer maintenance 290,000.00 3,835.00 3,835.00 
Insurance 180,000.00 90,000.00 61,000.00 
Management fee 900.00 436.00 436.00 
Donation 53,000.00 13,735.00 288,409.00 
Administration expenses - - 16,623.00 
Other expenses 2,066,123.00 - - 
Total Administrative 
Expenses 
6,064,724.30 847,300.40 774,279.90 
Marketing Expenses:    
Advertisement and 
promotions 
1,958,000.00 293,815.00 269,434.00 
Member reward  15,209,361.00 2,853,804.00 2,205,723.00 
Total Marketing Expenses 17,167,361.00 3,147,619.00 2,475,157.00 
    
Total Operating Expenses 23,232,085.30 3,994,919.40 3,249,436.90 
    
Net Income 371,780.03 286,528.20 157,053.10 
 






Exhibit 2 : Balance Sheet 
 
Saleha Health Food Marketing  
Balance Sheet 
 
 AS AT DECEMBER, 31 
 2010 (RM) 2009 (RM) 2008 (RM) 
ASSETS    
Current Assets    
Cash in hand 19,435.04 49,405.70 50,000.00 
Cash at bank 1,353,680.48 654,706.30 125,230.00 
Inventories 338,474.00 361,577.00 277,840.00 
Total Current Assets 1,711,589.52 1,065,689.00 453,070.00 
    
Fixed Assets    
Motor vehicles  900,000.00 - - 
Fixture and fittings 468,168.80 296,424.10 100,908.90 
Renovation 7,999.60 7,000.60 3,706.20 
Land and premises 16,007,779.00 - - 
Total Fixed Assets 17,383,947.40 303,424.70 104,615.10 
    
TOTAL ASSETS 19,095,536.92 1,369,113.70 557,685.10 
    
LIABILITIES AND OWNER’S EQUITY 
Current Liabilities    
Accounts payable 4,658,500.40 588,421.40 63,521.00 
Total Current Liabilities 4,658,500.40 588,421.40 63,521.00 
    
Long-Term Liabilities    
Long-term loans 13,421,675.09 137,111.00 137,111.00 
Total Long-Term Liabilities 13,421,675.09 137,111.00 137,111.00 
    
TOTAL LIABILITIES 18,080,175.49 725,532.40 200,632.00 
    
OWNER’S EQUITY    
Capital 200,000.00 200,000.00 200,000.00 
Current Earning 371,780.13 286,528.20 157,053.10 
Retained Earnings 443,581.30 157,053.10 - 
Total Owner’s Equity 1,015,361.43 643,581.30 357,053.10 
    
TOTAL LIABILITIES AND 
OWNER’S EQUITY 
19,095,536.92 1,369,113.70 557,685.10 
 
Source: The Dr Saleha Group, Company Records (consolidated / reconciled by the case 
author) 
 
 
 
